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E-BUSINESS
I n today’s high-tech world, where banking, business transactions, Christmas shopping, and corporate mergers can all be performed online,
Montana companies have more 
opportunities than ever before.
E-business has created a 
borderless global economy where 
Montanans can do business with 
anyone connected to the Internet.
As the century comes to an end, 
the Internet is turning business 
upside down and inside out in a way 
that has not been seen since the 
industrial revolution. It is trans­
forming every aspect of the way in 
which businesses compete.
E-commerce often provokes 
heated debate and raises questions 
such as: Should Amazon.com have 
a $22 billion market capitalization 
when, in the first quarter of this 
year, its revenue was $293 million 
and the company showed a $62 million loss? And how can a 
small startup company known as eloys with a revenue of $30 
million— approximately equal to the revenue of three o f the 
1,486 Toys ‘R’ Us stores— reach a market cap o f $7.8 billion on its
first trading day in comparison to 
$5.6 billion for Toys ‘R’ Us.
Despite the recent ups and 
downs in the stock market, 
investors are scrambling to buy 
stock in these online empires, 
each of which has somewhere in 
the neighborhood of 10 million 
customers expected to spend 
billions of dollars in the next yean 
“Many losing startups such as 
Amazon.com and eloys Inc. 
command multibillion dollar caps 
and make chumps out of corpora­
tions with multibillion dollar 
revenues, such as Barnes and 
Noble Inc. and Toys ‘R’ Us Inc.,” 
according to a recent issue of 
Newsweek.
And, says Nordstrom.com 
CEO J. Daniel Nordstrom, “They 
can blast you out of what you 
thought was your place.”
Another issue up for debate 
is whether “brick and mortar” stores (real not virtual stores) 
can compete with online outfits. Some business leaders 
believe there is no contest and advise companies to embrace 
e-commerce or die.
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And retailers, both real and virtual, 
worry about getting “amazoned.” With 
good reason.
Tired of being “amazoned,”
Barnesandnoble.com is following 
Amazon.com’s footsteps. With a few 
double clicks, Barnes and Noble 
customers can find just about any book 
they’re looking for, put it in their 
virtual shopping cart, and key in their 
credit card numbers. Delivery can be 
expected within days. While something 
may be lost in ambience, virtual shopping 
is easy, convenient, and can even be done 
in your pajamas.
Charles Schwab & Co. is processing more 
trades online than through traditional means.
Federal Express and UPS are automating distribu­
tion and supply chains, allowing customers to track 
individual shipments on a minute-by-minute basis 
24 hours a day. Online sales by Dell Computer average over $18 
million per day and accounted for over 30 percent of 1999 first 
quarter revenues of $5.5 billion. Travelcity.com had gross sales of 
$128 million in the first quarter of 1999, a 156 percent increase 
over the same period last yean
New pricing rules are allowing the development 
of value-based dynamic pricing strategies by 
ebay.com and its competitors, enabling 
companies and individuals to sell everything 
from toy action figures to airline tickets 
using online auctions.
The job market is being redefined by 
monstercom and bid4geeks.com, where 
individuals auction themselves on the 
global job market. Peapod.com, 
netgrocer.com, and streamline.com are 
delivering groceries to consumers’ front 
doors. In a more transparent world, consumers 
are becoming more knowledgeable and manu­
facturers are able to reduce inventory levels because 
they’re more in touch with their customers’ needs. 
Technological change is increasing at an expo­
nential rate and leading to business, social and 
political changes (Figure 1). The speed of change 
has been dizzying and has occurred at a far greater 
pace than the other great technological advancements of the 
20th century, such as electricity, the telephone, and the automo­
bile. It took 38 years for radio to reach 50 million consumers, 13 
years for television to reach the masses, but only four years for 
the Internet to reach 156 million.
Along Montana*'s “Information Superhighway99
Copyright 1994 Paul Stanton, by permission
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T h e  S p e e d  off C h a n g e
T e ch n o lo g ic a l,  S o c ia l,  B u s in e s s ,  a n d  P o lit ic a l
Source: Electronic Commerce Institute.
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The information superhighway, e-commerce, and 
e-business are the buzzwords for 1999 and the new 
millennium. Terms such as Intranets, Extranets, bandwidth, 
banner adds, hits, and spam are redefining our vocabulary. 
Here are som e definitions.
B an dw id th : The amount of electronic data that can be 
transferred through an electronic connection in a given time. 
For modems connected by telephone to the Internet, the 
modem's speed represents the maximum possible bandwidth 
of the connection (for example, 56.6 kilobits per second).
E-Comm erce: An evolving set of IT tools and 
implementation techniques, as well as business strategies and 
practices necessary to conduct business electronically. 
E-commerce strategies that involve businesses networking 
and communicating with themselves and other businesses 
are frequently referred to as e-business.
In tern e t: A global mesh of computer networks sharing a 
common language known as TCP/IP High-speed fiber trunk 
lines owned by telecommunications companies act as the 
Internet's backbone.
In tran et: An internal system within a company that has 
been built using the same software standards as the Internet. 
An intranet can span several business locations via the 
Internet to distribute information and data among offices.
and is usually located behind secure 'firewalls' where only 
authorized users have access.
Extran et: When suppliers, distributors, and other selected 
and authorized business partners can enter part of the 
company's internal network, an intranet becomes an extranet.
S ea rch  E n g in e : Perform similar functions to a dictionary 
of a book, searching the Web for topics or keywords. The most 
popular search engines include Altavista, Excite, Lycos, and 
Yahoo.
N od e  o r  H ub : Central points that businesses and 
Internet service providers must connect to in order to 
participate in e-commerce and e-business. Hubs can be 
thought of as train stations and the Internet backbone a rail 
network that connects stations and cities.
B ann er ad s: A form o f advertising on the Internet, 
consisting of a graphic image linked to an advertisers' Web 
site.
H its: Although often mistaken with the number of 
people that visit a Web site, hits increase with the number of 
files on a page. For example, if you visit the Missoulian home 
page, which has seven graphic images and som e text, it will 
generate eight hits. If you then click to the archives page, with 
four graphic images and text, you will generate a further five 
hits.
Spam : Unsolicited or junk mail.
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The G row th  off th e  In tern et 
an d  E-Commerce
Montana householders have been slower to purchase 
computers and use the Internet than consumers in most other 
states. 1998 Department of Commerce estimates suggest that 
40.9 percent of Montana households have computers, ranking 
Montanans 33rd in the nation, and 21.5 percent have Internet 
access, ranking them 42nd. This relatively slow rate of adoption 
is a concern because only a small proportion of the state’s
residents are using the Internet 
to overcome the barriers 
associated with geographic 
isolation and take advantage of 
the improved networking, 
educational, tele-medical, and 
communication opportunities.
As a result, Montana 
businesses have limited ability 
to communicate with or sell to 
many of the state’s residents. 
Montana companies should be 
positioning themselves to take 
advantage of the rapidly 
growing number of online 
consumers throughout the 
world. Isolation from the rest 
of the world should no longer 
be an issue as the Internet has 
no geographic boundaries.
Though Montanans have 
been a bit slower to log on 
than residents in other states, 
Web usage throughout the 
United States has been 
growing at a phenomenal 
rate and is expected to increase 
from 45 million households 
in 1999 to more than 60 
million in 2003. Over 70
Product life cycles are becoming shorter. Ford now takes a 
concept to production in two years rather than the six years 
needed in 1990, while 3M receives 30 percent of its revenues 
from products less than four years old. Internet traffic is 
doubling every 100 days and the estimated 829 million Web 
pages on the World Wide Web in 1998 are expected increase 
to 7.7 billion by 2002.
Dynamism, instant adjustment, diminished inventories, 
and constant innovation are becoming the norms— creating 
lots of questions for Montana companies. For example, are 
Montana’s businesses going to be 
able to compete, or are they 
going to continue along the 
information superhighway 
depicted in the photo on page 3.
And for that matter, do they 
have an access lane? Are 
Montana’s small businesses 
positioning themselves to take 
advantage of the fact that 
e-business levels the playing 
field between large and small 
businesses and creates a 
borderless global economy where 
distance does not matter? The 
fastest growing high-tech areas 
are in places like Lancaster;
Pennsylvania, and Boise,
Idaho—not the Silicon Valley.
Why not Montana? What do 
the Internet and e-business 
mean for Montana’s small rural 
businesses?
Answers to many of these 
questions were debated at a 
four-day e-business conference 
sponsored by the UM School of 
Business Administration and the 
Montana World Trade Center.
More than 100 Montana 
executives attended, with 100 
other participants coming from 
17 states and six countries.
This article was motivated by presentations 
and interactive discussion that took place at the 
conference August 1-4, 1999. Speakers and 
participants suggested that many Montana 
businesses are not capitalizing on the 
opportunities or rising to meet the challenges of 
the emerging digital economy. This article 
addresses these issues and examines problems in 
Montana’s IT infrastructure that could limit the 
potential for Montana businesses to maximize 
their competitiveness in cyberspace. The article 
also discusses some of the major e-business 
trends and charts some potential directions for 
the future.
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percent o f the growth is expected to come from outside of the 
United States, as other countries begin to catch up to the United 
States. By 2005, non-U.S. users will likely account for 65 percent 
o f the Internet population. More than 350 million people 
throughout the world will be online by 2005 (Figure 2).
The rapidly growing online population is contributing to an 
increasing number o f consumers who are shopping via the 
Internet, and online revenues in almost every retail category are 
expected to increase substantially. Despite early misgivings about 
credit card security and privacy concerns, many businesses are 
developing web sites to provide customers or potential customers 
with information on their business or to sell products online. 
Department of Commerce figures suggest that over 56 percent of 
U.S. businesses will be selling products over the Internet by 2000.
Internet-Saavy M ontana C om pan ie s
Montana companies with Web sites have the ability to access 
the world’s marketplace of consumers at no extra marginal cost, 
while reducing their own communications, management, and 
processing costs. Power and control are shifting to small' and 
medium-sized firms and consumers, as businesses take the opportu­
nity to bypass wholesalers and retailers and market directly.
Missoula’s Sun Mountain Sports sells portable remote-con­
trolled caddies (for the golfer who would rather not lug his clubs 
around the course) at www.sunmountain.com . Three Forks’ 
Wheat Montana offers a variety o f grains, flours, and gift packs at 
www.wheatmontana.com . Lambros Real Estate of Missoula 
showcases sales and rental properties at www.lambros.com . And 
the Department of Commerce provides potential visitors to the 
state with Montana facts, recipes, postcards, trip planners, maps 
and photos www.travel.mt.gov.
Other even smaller businesses are developing web sites that 
act as a virtual storefront with worldwide exposure, attempting to 
cash in on the internationally recognized, pristine image of 
Montana. The Made in Montana Gift Shop in Helena 
www.madeinmt.com , Santalady in Bozeman 
www.santalady.com , and Taber’s Pond www.tabers-pond.com 
in Kalispell sell Montana gift packs, custom-made Santa dolls, 
and decorative carved duck decoys online. They are capitalizing 
on the fact that Montana has no sales tax and shipping costs are 
sometimes significantly lower than in other states. In the new 
millennium, these businesses may prove that it is not necessary to 
have a large “brick and mortar” store or be located near a major 
metropolitan area to be successful.
D ev e lo p in g  a W eb S ite
A Web site opens up a new realm of opportunities, but develop­
ing Web-based strategies can be a challenging task (see related 
article, pages 11-12). Web sites need to be attractively designed, 
user-ffiendly, and easy for Web-surfers to find using search engines. 
They also need to attract repeat and loyal customers. Designing 
and implementing secure servers and payment mechanisms in a 
cost-effective manner is another concern. In addition, companies 
like Missoula’s Vanns, www.vans.com , have to be careful to 
ensure that online sales do not cannibalize on their retail oudets.
Furthermore, a Web site is not the panacea for all of a busi­
ness’ economic, sales, and marketing problems. E-commerce
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involves a lot more than 
having a business presence 




Clearly, e-business has 
the potential to revolu­
tionize the way Montanans 
do business. However, the 
state’s information 
infrastructure has been 
ranked as one of the 
poorest in the nation. A 
number of recent reports 
claim that our residents, 
businesses, schools, and 
hospitals are handicapped 
by the lack of easy access to state-of-the-art telecommunications 
networks. Some commentators have gone as far as to liken the 
online challenges Montana businesses face with those encoun­
tered by a company having to continue to use a telegraph when 
its competitors and customers all have telephone access.
A study published in July by iAdvance describes Montana as 
one of the high-tech “disconnected dozen” states and criticizes 
the state for falling behind in the deployment of Internet 
backbone access nodes. Because Montana has no nodes—and 
should have 26— the state’s Internet traffic must be routed 
through nodes in Salt Lake City and Seattle. As a result, 
iAdvance claims, our citizens, businesses, and education provid­
ers face a serious risk of being denied the type of access necessary 
to be competitive in the new digital economy.
Another report, published by Progressive Policy Institute, 
used 17 criteria to give Montana a ranking of 46th in high-tech 
status. A summary of some of the criteria and Montana rankings 
are provided in Table 1 on page 9. This report suggests that 
although the state performs reasonably well on some indicators 
such as workforce education and technology in schools, ratings 
on most high-tech indicators are dismal. Another study, funded 
in part by the regional carrier US West, claims that the Federal 
Communications Commission (FCC) regulations encourage 
telecommunications investments in high-density downtown 
business districts in major cities, but create barriers to invest­
ment in other places such as Montana.
To make matters worse, none of the $650 million earmarked 
this year by the FCC for investment in rural, technology- 
depressed states was invested in Montana.
Officials in Montana’s telecommunications industry have 
disputed these findings, stating that there is more per capita 
high-speed infrastructure in Montana than any state in the 
nation. Experts at UM’s e-business conference disagreed, 
suggesting that although Montana has an abundance of fiber, the 
networks are not integrated. Therefore, businesses cannot 
capitalize on the existing infrastructure.
While access to slower narrowband Internet is available, 
businesses cannot acquire broadband connectivity at a reason­
able price. New solutions such as wireless services that may be 
able to overcome the distance problems posed by traditional 
landlines are not cost effective. In addition, a lack of redundancy 
in the state’s broadband system increases the potential for the 
system to go down with lengthy recovery periods, putting small 
rural businesses at a severe disadvantage. There are numerous 
examples of companies that have had to relocate servers to other 
states to reduce costs or improve service, as well as reports of 
businesses leaving the state or not locating here because of IT 
problems. For example, Billings natives and Montana State 
University graduates Ian Lymann and Andrew McCann sold 
their Sonique Internet music player to Lycos because they 
couldn’t get the efficient and cost effective Internet access or 
skilled people within the state to work for them. State Connect, 
a Missoula-based information technology company, moved its 
operation to Houston in late October.
Montana’s rural nature and low population densities have 
contributed to high-tech inefficiencies, and the private sector 
has not considered further development of the state’s infrastruc­
ture commercially feasible. This problem is exacerbated by a lack 
of demand from businesses largely uninformed as to the advan­
tage of proper IT applications, as well as a lack of experts capable 
o f motivating, training, and enlightening those in need. The 
negative effects of this poor infrastructure-low demand cycle 
continue to plague Montana.
A Plan fo r  th e Future
While debate continues over the inadequacies of Montana’s 
information superhighway and who is to blame, the state’s 
leaders must look forward. It is critically important that we 
recognize that improvements 
can and must be made, and that 
the public and private sector can 
and must work together to chart 
a path for Montana’s future.
Addressing a number of key 
areas may increase Montana’s 
ability to compete in this new, 
inevitably global, environment.
These include:
• Encourage better networking 
of broadband telecommunications 
providers while simultaneously 
encouraging competition.
Currently, there are disincen­
tives for the stakeholders 
responsible for developing 
Montana’s telecommunications 
infrastructure to cooperate with 
one another. Common ground 
must be found among indepen­
dents, local, regional, and long 
distance communications and
cable providers, as well as those served and in need of such 
services. Strategic alliances should be formed to minimize the 
costs of rectifying Montana’s infrastructure problem, thereby 
spreading the costs over the broadest possible base.
The states information 
infrastructure has been 
ranked as one o f the 
poorest in the nation. A  
number of recent reports 
claim that our residents, 
businesses, schools, and 
hospitals are handicapped 
by the lack of easy access 
to state^ of'the-art 
telecommunications 
networks.
Montana Business Quarterly/Autumn 1999 7
E-BUSINESS
E-Business Trends
E-business-to-business transactions and networks are 
developing and expanding at an astounding rate, allowing 
companies to lower costs dramatically and redefine their business 
relationships.
Forrester Research Inc. estimates that worldwide e-business 
transactions will increase from $43.1 billion in 1998 to $109.3 
billion this year—over five times the Gross State Product of 
Montana ($19.1 billion in 1997). These figures are expected to rise 
to $200 billion by 2000 and $ 1.3 trillion by 2003, accounting for 9 
percent of the world's business trade, more than the Gross 
Domestic Product o f Britain or Italy (see Figure 3).
F ig u r e  3
E - com m erce  G r ow th  R a te s  
1998 - 2003
A model that is useful for illustrating e-business transformations 
and the associated cost savings is the value-added chain (Figure 4). 
The model describes the various steps a product or service passes 
through as it moves from raw material production to final 
consumption. Every step is linked to the transaction before it and 
the transaction that follows, and each link in the chain adds value. 
For example, a broker traditionally has established links with buyers 
and distributors and can close a deal more quickly and efficiently 
than many farmers. With e-business, direct links between 
consumers and manufacturers are easier to build and maintain. As 
a result, the middlemen—brokers, processors, wholesalers, 
retailers—can be eliminated and consumer prices can be reduced.
Electronic business reduces costs and enhances information 
flows in three different, but complementary, ways:
1) The Internet can be. used to develop online stores and share 
information with potential customers.
2) Intranets (an internal system within a company) enhance 
networking and communication between personnel in the same 
office, or in offices elsewhere in Montana or the United States. For 
example, managers in Albertsons head offices have access to sales 
data in all stores almost as quickly as sales are scanned through the 
store checkouts.
3) Extranets allow suppliers, distributors, and other selected 
and authorized business partners to enter a company's internal 
network. For example. Rocky Mountain Global, a new export 
management company in Missoula, allows suppliers electronic 
access to its databases. These databases provide progress reports 
on sales and payments to relevant countries, as well as inventory 
and goods-in-transit information.
Internets, intranets, and extranets are redefining business 
operations, as well as customer and supplier relations, resulting in 
reduced costs and paperwork, increased productivity and flexibility, 
improved reliability and performance, and global reach. Suppliers 
and distributors are moving from independence to 
interdependence.
F ig u r e  4
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M on tan a 's H igh-Tech  S ta tu s  R a n k in g  C om p a r e d  t o  O th e r  S ta te s
Source: Progressive Policy Institute.
At the same time, competition should be encouraged, as 
networking, partnership development, and collaborative 
ventures are proven mechanisms for improving 
competitiveness and developing regional clusters of 
internationally competitive industries (for example, 
information technology in the Silicon Valley, optics in 
Rochester, and furniture in Tupelo, Mississippi). Montanans 
need to tackle this issue to ensure their future. Efforts aimed at 
bringing key players together to develop “technological
corridors” in the Hamilton-Kalispell and Bozeman areas of 
the state and expanding these corridors to other areas 
should be applauded.
• Increase demand through training and education.
Further educating businesses on the use of e-business 
tools and applications would break the poor infrastructure/ 
low demand cycle and lead to a sustainable increase in 
demand, making private sector investment in Montana’s
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Selected Criteria State Ranking
Overall 4̂
Office Jobs
Jobs in the office as a share of the total number of jobs in each state 49
Managerial, Professional, and Technical Jobs
Managers, professionals, and technicians as a share of the total workforce. 42
Workforce Education
A weighted measure of the educational attainment of the workforce (advanced degrees,
bachelor's degrees, associates degrees, or some college course work). 23
Export Focus of Manufacturing
The share of jobs in manufacturing companies dependent upon exports. 44
Foreign Direct Investment
The percentage of each state's workforce employed by foreign companies. 50
"Gazelle" Jobs
Jobs in gazeile companies (companies with annual sales revenue that has grown 20
percent or more for four straight years) as a share of total employment. 38
Job Churning
The number of new startups and business failures, combined, as a share of all companies
in each state. 48
Online Population
The percentage of adults with Internet access in each state. 31
Technology in Schools
A weighted measure of the percentage of classrooms wired for the Internet, teachers with
technology training, and schools with more than 50 percent of teachers having school-
based e-mail accounts. 19
Digital Government
A measure of the utilization of digital technologies in state governments. 41
High-Tech jobs
Jobs in high-tech electronics manufacturing, software, and computer-related services, and 
telecommunications a s a  sh a re  o f total employment. 49
Patents
The number of patents issued to companies or individuals per 1,000 workers. 36
Industry Investment in RAD
Private sector investment in research and development as a share of Gross State Product. 47
E-BUSINESS
IT infrastructure more attractive. Harnessing available expertise 
to create viable solutions and implementing training that gener­
ates support for a new improved infrastructure, will be an impor­
tant new tool in revitalizing the state’s economy. Although several 
organizations are working actively with local businesses, they have 
been unable to provide the type of proactive hands-on marketing, 
business, and technological development and leadership services 
needed to move companies forward and into the global market­
place. Encouraging businesses to learn from success stories through 
mentoring programs should be an important component of any 
education agenda. E-business is going to be essential for all 
businesses, not just high-tech businesses.
• Encourage business-driven IT development that adds value and 
responds to market needs.
Montana remains one of five states where unprocessed 
commodity production and exports predominate. Sixty percent 
of Montana’s exports are in the form of unprocessed commodities 
(wheat, oil, sawlogs, and minerals) rather than value-added 
production. Growing more of a raw commodity doesn’t increase 
value. It simply drives the price down, all else being equal. 
Entrepreneurial and innovative developments that utilize 
e-business to add value to existing products and result in the 
development of customer-focused new or modified products or 
services should be encouraged.
• Capitalize on Montana’s unique business environment.
Montana’s lack of sales tax and internationally recognized
natural and pristine image are assets when selling online to out- 
of-state consumers. Individual consumers and institutional 
buyers have discovered that it can be less expensive to ship 
orders through Montana, where no sales tax is levied, than to pay 
the marginally higher transportation costs. Montana companies 
are well positioned to develop niche e-business strategies that 
capitalize on Montana’s unique natural environment that brings 
so many of us here to live and so many tourists to the region.
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Fraser McLeay is senior manager at the UM Montana World Trade 
Center.
Based on the success of last year’s e-business conference, the School 
of Business Administration and the Montana World Trade Center plan 
to host a similar conference in the first week of August 2000. Far more 
information, contact the Montana World Trade Center at 
(406) 243-6982 or visit the conference Web site at www.e-win.org .
• Overhaul the state’s approach to economic 
development.
Encouraging continued and increased 
commodity production and industrial reloca­
tions are not strategies that will move 
Montana’s residents and businesses from the 
bottom of the wage and export ratings scale in 
the new millennium. Instead, existing firms 
need to be encouraged to continually learn, 
innovate, and adapt. Statewide incentives for 
technology applications will result in the 
development of fast-growing entrepreneurial 
startups and a better utilization of e-business 
tools and techniques.
Summary
Throughout the world, expansion of 
e-commerce and e-business has been driven 
primarily by the private sector. The private 
sector must play a leading role in developing 
innovativeness, expanded services, and broader 
participation, resulting in lower prices. Although Intel chairman 
Andy Grove’s contention that in five years “all companies will be 
Internet companies or they won’t be companies at all” is yet to be 
proven, businesses in the new millennium that do not use e- 
commerce or e-business will find it impossible to compete against 
those that do.
There is nothing more critical to the future o f our state than 
the ability to compete in the new global marketplace. This is not 
simply about attracting and maintaining technology companies, 
but about how technology should be applied to existing 
businesses and to our resource-based industries so that they can 
get to the access ramp for the fastland of the superinformation 
highway. Without concrete and immediate action, the digital 
divide will grow into a chasm that we will not be able to climb 
out of without great harm to the businesses and people of 
Montana, who deserve a better fate.Q
WEBSITE
How to Create a 
Profit-Building Web Site
By Wally Bock
IEmbrace e-commerce or die.” 
These words have likely caused many a 
businessperson to chum out a Web site. 
E-commerce wannabes should proceed 
slowly though. A good Web site takes a lot 
of thought, planning, and revising to be 
effective; a bad one can actually be 
detrimental to a business. This article 
discusses the five basic steps necessary to 
create a Web site: define your business 
objective; design the site; develop the site; 
deploy the site; and, do it over.
1 DEFINE YOUR BUSINESS OBJECTIVE
Defining your business objective 
should be the first step for any business 
undertaking, and it’s especially important 
when it comes to a Web site.
The main reason for putting up a Web 
site is to help meet strategic objectives 
such as increasing revenue, decreasing 
expenses, or making other operations more 
effective.
A Web site can enhance business profits 
in several different ways: through direct 
sales; subscriptions or memberships; 
advertising; Internet-related services; cost 
cutting; and strengthening other operations.
Determine exactly what your business 
wants to accomplish before moving on to 
the next step in the Web-building process.
2 DESIGN THE SITE
Designing the site doesn’t mean 
writing code for the pages. It means 
determining what information and 
graphics to use and how to link 
them. The power of the Web is its
The main reason for 
putting up a Web site is to 
help meet strategic objectives 
such as increasing revenue, 
decreasing expenses, or 
making other operations 
more effective.
links. Done properly, a good Web site can 
help people move through information in 
a way that’s natural, comfortable, and 
effective. For that to happen, it’s necessary 
to spend time defining how that informa­
tion will work and what information will 
be linked.
There are two basic ways to approach 
the design: from the outside-in and the 
inside-out. These methods should be used 
together to create an effective site.
The inside-out method is the most 
common way to design a Web site, 
beginning with the company name or 
purpose, and moving outward through 
products and services, their features, their 
benefits, and other company details.
The outside-in method is a little 
different, beginning with what customers 
look for when they first log on to a Web site.
Consider these questions: What do your 
customers want to know? What problem 
are they trying to solve? What opportunity 
are they trying to seize? Then, determine 
the type of design that will best help them 
get the information they’re seeking.
The site should be designed in a 
graphic—not outline or “tree diagram”— 
form. Outlines and tree diagrams, which 
many web designers use, are limiting because 
they are linear and the Web is inherently a 
non-linear medium.
A helpful tool for both inside-out 
and outside-in design is mind 
mapping, originally developed as 
a way to organize information 
for a presentation or when 
taking notes. Mind mapping 
works by using graphics and 
key words that your brain 
latches onto. It links items on a 
Web page in a graphical form 
similar to the way that your mind 
links items as you jump from one
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concept to another. (See “Mind Mapping” by Joyce Wycoff for 
more on that subject.)
While working on the inside-out and outside-in site designs, 
review other Web sites to gather ideas and check out your 
competiters’ pages.
After completing the design process, you should have a 
graphical, non-linear site plan.
3 DEVELOPTHE SITEDeveloping the site involves putting together the actual pages 
and links to see how things will work.
Start with a mock site that you build on a hard drive— not on 
the Internet. Once the mock site is running smoothly, you’re 
ready for the beta test, or testing your Web site on the Internet.
A couple of tips for testing your site include:
• Test your site by visiting it at various times of day and with 
various kinds of Web browsers (including PC and M AC-type 
browsers).
• Check your site with a variety of monitors. Size of monitors 
and color palettes can alter Web pages significantly from 
computer to computer. Try to develop a site that will look 
good on most systems.
While you’re running the beta test, start preparing the 
strategy for deploying your site.
4 DEPLOYTHE SITEDeploying the site and presenting it to the general public is 
the next step.
Once your Web page is on the Internet, it need to be publicized. 
Some ideas include:
• Put your URL (web address) on stationery, business cards, 
brochures, etc. Send out special announcement postcards.
• Prepare a news release and send it to your key clients, 
prospects, and friends so they are aware your site is up.
• Put up notices in appropriate newsgroups and forums.
• Have your sales force inform clients about the Web site.
Suggest clients add the site to their hotlist or bookmark file.
• Register your site with all of the popular search utilities.
By this time, your site should be well-tested, well-publicized, 
and working for you. But the job is not done yet.
5 DO ITOVER
Businesses that get the most out of their sites are constantly 
improving, updating, and redesigning. Changing material keeps 
the site current and brings clients back for more information.
When you’ve had your site up for three or four months, take a 
look at it again with a fresh eye. Are there things you would like 
to do differently? What kind of reviews is your site getting? Is it 
helping you meet your business objectives?
When you’re ready to make revisions, go back to step one 
again. Look at your business objectives, decide how you’re going 
to measure your achievement, and work through the process 
again. This time it will go faster. □
Wally Bock is author of the Web page “A Common Sense Approach 
to the Digital Age” and publisher o f Monday Memo, 
www.bockinfo.com/mm.htm .
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Y2K
Is Montana Ready?
L by Sherry Devlinet us pray.
As the year 2000 
approaches, the nation’s 
bankers are trading their 
pin stripes for clerical 
robes, and their monthly 
statements for this 
Sunday morning sermon.
“Things will work,” 
says the message mailed 
to churches nationwide 
by the American Bankers 
Association. “Hospitals 
will be open. Police and 
fire departments will be 
prepared. Power compa­
nies will be fully staffed.
Banks will keep your money 
safe.
“We want to go into the new millen­
nium with hope, eagerness, and faith in 
this new century of promise. We don’t 
want to be crouched in our basements 
with candles, matches and guns.
“There are, after all, two ways to 
cross the Red Sea. With Moses, who 
with God’s help, led the children of 
Israel into a bright, hopeful future.
Or with Pharaoh, who in trying to 
preserve the old, hurled his chariots, his 
officers, and his army into the sea.”
There will be no Y2K catastrophe, the 
bankers promise.
But there will be some minor meltdowns 
at banks and elsewhere, when the calendar 
turns to Saturday, Jan. 1, 2000.
That’s because programmers cut corners 
40 years ago, at the dawn of the computer 
age, and used two-digit dating. Thus 1959 
was simply ’59; 1999, ’99.
Thus Jan. 1, 2000 will be read as Jan. 1, 
1900.
O f course, 40 years ago, no one realized 
the potential reach of computers. No one 
imagined a Y2K computer bug that could—
Computer chips and 
software are embedded in 
more machines than most 
people realize: cars, 
communications satellites, 
elevators, pacemakers, 
telephones, televisions, traffic 










they could crash. 
And computer chips 
and software are 
embedded in more 
machines than most 




traffic signals, and power 
plants.
If widespread, computer 
shutdowns could interrupt the 
distribution of food and other 
consumer goods. Tax records could be 
rendered inaccurate. Social Security 
checks might not make it to their ap­
pointed destinations. Police and fire commu­
nications could be jumbled, or rendered 
unreliable.
In the worst case, prisoners could be released 
too soon and bank records could vanish.
But high-tech experts have been at work for 
at least two years now— and in some cases, since 
the mid-1990s—rewriting every line of 
date-sensitive programming code and 
replacing defective systems.
And most government agencies and 
businesses in Montana say they’ll be Y2K- 
ready by year’s end.
“Ignore the doomsayers who think 
everyone should move to Montana and 
hole up in a cabin,” said Janet Sedgley, The 
University of Montana’s Y2K coordinator. 
“Some people haven’t been listening, and 
that feeds into the hands of those who 
believe this is the end of time.”
Hoping to calm fears, many companies
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Y2K Scenarios
For all the assurances by bankers and bureau­
crats, there are still predictions o f chaos come New 
Year's 2000.
Consider this report from Capers Jones, chief 
scientist at Artemis Management Systems in 
Burlington, Mass.
In Jones' best-case scenario, where 95 percent of 
the nation's Y2K defects are repaired before Jan. 1, 
the U.S. economy must be rebuilt. There are power 
failures, lost water supplies, transportation disrup­
tions and delays—by three days— in the delivery of 
consumer goods.
About 333,000 people are laid off, most o f them 
temporarily. And the cost to repair and replace 
systems—and deal with Y2K-related lawsuits—runs 
about $90.4 million just in the United States.
In his report, Jones said he realistically expects 
about 85 percent o f the Y2K bugs to be repaired by 
year's end. The remaining 15 percent will cause 
about 2.2 million people to lose their jobs, as 
computer breakdowns disrupt the delivery of goods 
and services. The unemployment rate increases by 
2.2 percentage points.
Under the 85 percent scenario;'about 2,500 
businesses nationwide declare bankruptcy. About 15 
percent of the nation's homes are without power for 
five days and without phone service for three. Air, 
road, sea, and rail transportation is interrupted for 
days, even weeks.
The cost o f repairing and replacing bugged 
software hits $497 billion, according to Jones.
: "Under the expected-case scenario, the U.S. 
economy would be. in som e distress for at least a six- 
month period," Jones wrote. "The year 2000 
problems would begin to have a domino effect that 
would probably trigger a mild recession."
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are providing customers with their Y2K 
compliance plans. Montana Power Co. 
posted a lengthy explanation of its 
readiness on the Internet Web site, 
www.mtpower.com .
“Montana Power Co. started prepar­
ing for the year 2000 issue in 1993,” the 
company assured customers. “We are 
confident that critical systems will be 
Y2K ready by December 1999.”
“Our major concern is that the lights 
stay on and the gas keeps flowing and the 
telephones keep working,” said Lauren Ike,
MPC’s year 2000 manager. “We’re not worried 
about the fax machine with the improper date.”
All of the company’s power, gas, and telephone services were 
year 2000-compliant on July 1. All passed a Sept. 9 readiness 
test.
Failures elsewhere on the national power grid shouldn’t affect 
Montana, Ike said. Other utilities are taking the Y2K issue 
seriously, he said, and all have been working together to make 
sure the lights stay on.
“If one has difficulty, the others will help support them,” Ike 
said. “It’s a mutual support system.”
“Ignore the doomsayers 
who think everyone should 
move to Montana and hole 
up in a cabin. Some people 
haven't been listening, and 
that feeds into the hands of 
those who believe this is the 
end o f time. ”
—Janet Sedgely 
UM's Y2K Coordinator
Same came the report from US West, where spokesman Russ 
Cravens said the telecommunications industry has been working 
through the glitch “to make sure calls will connect.”
The computers that switch telephone calls are not date 
dependent, he said. So even if they read the wrong date, all calls 
should still go through, including emergency calls to 9-1-1.
Some telephones have built-in clocks and calendars, Cravens 
said. US West suggests setting those phones ahead to Jan. 1, 
2000. If the phone shows Jan. 1 as a Monday, it has the bug. Jan. 
1, 2000 is a Saturday. Jan. 1, 1900 was a Monday.
US West is most worried, Cravens said, that callers will jam 
the lines on New Year’s Day trying to see if everything works.
“That’s not a Y2K problem, that’s a people problem,” said 
Geoff Feiss of the Montana Telecommunications Association,
Y2K
which represents a dozen smaller 
telephone systems in the state.
Most everyone agrees that the banking 
and financial industry is the best-prepared, 
nationally and in-state.
“If we’re confident about any industry, 
we’re confident about the banking 
industry,” said John 
Koskinen, chairman of 
the President’s Council 
on Year 2000 
Compliance.
“Processing more than $1 
million in transactions each day 
requires a bug-proof system,” said Roxanne 
Roehl, vice president of the Missoula Federal 
Credit Union. “That’s why financial institu­
tions have taken such a strong stance on Y2K 
compliance.”
The banking giant Chase-Manhattan 
handles $1 trillion in transactions each day,
Roehl told Montana business leaders at a 
recent Y2K workshop.
Missoula Federal Credit Union purchased a 
new year 2000-compliant computer system, 
then double-checked it. “We’re fully tested” for the basics: process­
ing loans and deposits. “But just in case, the credit union will 
compile a monumental paper trail before the end of the yeai;” 
Roehl said. “Is 











tellers use to 
date paperwork 





some fears are justified, high-tech experts said.
In a recent survey by the Associated Press, almost one-third 
of Americans said there will be some Y2K computer problems, 
and that they intend to stock up on food, water, and other 
necessities. One-fourth said they’ll take extra money out of the 
bank.
Which is why stores throughout Montana report steady 
sales of food and home generators. At M issoula’s Costco store, 
warehouse manager Fred Schoenhard said he hasn’t been able 
to keep power generators in stock all year. At the Good Food
Store, employees said they routinely help customers tote fully 
loaded, Y2K preparatory baskets of groceries to their cars.
Montana, in fact, has at least a few new residents because of 
year 2000 fears. Time magazine fueled the perception with an 
essay early this year touting the state as a technological backwa­
ter. Why worry about a computer breakdown? writer Walter Kim 
asked. In Montana, some folks still have clunky old-fashioned 
telephones and typewriters.
“In rural Montana,” he said, “it seems fair 
to speculate that more people know how to 
gather firewood than download a video 
image from the Web.”
O f course, all those technology-free 
Montanans could wreak havoc if they 
decide—come Dec. 31— to take their money 
out of the bank and stash it in the back of the 
refrigerator Or under the mattress.
At a news conference in August, ATM 
network executives asked customers to treat 
the last weekend of the year as they would 
any weekend. Y>ur money is safer in the 
bank than in your home, they said.
Just in case people make a run on banks 
and ATMS, the central bank ordered an 
extra $50 billion of new currency to put into 
circulation nationally. By year’s end, $200 billion in currency will 
be stored in government vaults, up from the $150 billion normally 
held in reserve. And that’s in addition to $460 billion in notes 
circulating in the United States and 
overseas.
All of which is why the American 
Bankers Association recently distributed 
its sample sermon to the nation’s religious 
leaders, some of whom believe the year 
2000 will bring the apocalypse—or at 
least a disruption of commerce and 
industry.
“We wanted to reach out to the 
religious community,” explained John 
Hall, a spokesman for the banking group. 
The greatest danger as the new year
In a recent survey by the 
Associated Press, almost one- 
third o f Americans said there 
will be some Y2K computer 
problems, and that they 
intend to stock up on food, 
water and other necessities. 
One-fourth said they'll take 
extra money out of the bank.
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begins isn’t a technological breakdown, Federal Reserve Chair­
man Alan Greenspan recently told the Associated Press. What 
worries him is “the response of businesses and households to 
unwarranted fears of serious disruptions.”
“It is the economic effects of their endeavoring to adjust to the 
century date change in the next few months that I see as replacing 
technical concerns as our major challenge,” Greenspan said.
Because Y2K compliance is spendy.
The Nemont Telephone Cooperative in
Scobey spent about $750,000 to upgrade its ____________
switching and other equipment. And that’s 
for just 17,000 customers. Montana 
government will pay $3 million to $5 
million to prepare its computer systems for 
the new century, according to Lois 
Menzies, state Department of Administra­
tion director.
State government fell slightly behind 
schedule this summer in ridding its
computers o f the millennium bug, Menzies -------------
said. But officials still expect to be ready by 
the end of the year.
Missoula businessman and Y2K consultant Steve Hock 
agreed. Montana likely won’t go dark on Jan. 1, he said. But there 
probably will be minor glitches. No one is sure if smaller towns 
and Indian reservations are ready. And some businesses simply
won’t get to every required adjustment by the deadline.
“No one can guarantee that everything will work,” said 
Aaron Silva, president of Oasys, a California-based software 
company that is helping businesses assess and repair their 
Y2K-bugged computers. “There is no precedent for this 
problem. People need to figure out how they can continue to 
operate in 2000 until the failures can be remedied.”
But should people panic? No, Hock said. Should they have 
backup plans? A paper trail to their investments, maybe even 
a few extra groceries? Yes, he said.
Will there be unexpected problems? Always.
Consider the plight of the elderly woman shaking her head 
as she tended flowers at her gravesite-to-be in Billings one 
morning last summer.
“I never thought about it,” she said, pointing to the pre­
carved “19— ” date o f death.
“Gosh, it seemed a safe bet. I was bom in 1919.”
Now, with the year 2000 approaching, she may have to order 
a new stone. Or, she said, “I better kick off before the end of the 
year.”Q
Sherry Devlin is a reporter for the M issoulian and teaches public 
affairs reporting at The University of Montana School of Journalism.
Montana likely <wont 
go dark on Jan. 1.





G enera l In form a tion
The President’s Council on Year 2000 Conversion 
www.y2k.gov
CIQCouncil ̂ bcommittee.on Year 2000 ;; {j 
www.itpolicy.gsa.gov/mks/yr2000/y20 ltoc 1 .htm
The Year 2000 Information Center 
www.year2000.com
Web Sites
Busin ess C on t in g en cy  P lann ing Sites
Qegartment of Information Resources for the StateofTexas' 
Guidelines for Contingency Planning 
www.dir.state.tx.us/oops/ctgyplan/index.html
Disaster Recovery Institute of Canada - 
www.dr.org/ppover.htm
Disaster Recovery Journal 
www.dtj.com
The Journal o f Business Continuity 
www.business-condnuity.com/business_continuity.html
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DOWNTIME
Preventing Y2K Downtime
BSpThis is not only good advice for Boy Scouts, but for 
businesses fast approaching Y2K, according to Kreg 
Worrest of the Montana Maufacturing Extension Center based at 
The University of Montana-Missoula.
Not being prepared for a Y2K bug could be disruptive, and: 
potentially disastrous, for Montana businesses, said Worrest, 
whose organization has been traveling the state conducting Y2K 
readiness workshops and passing out self-help toolkits.
Computer glitches could result in loss of critical data, payroll 
or inventory problems, shutdown of 
production lines, and supply chain 1
interruptions. They could even cause legal 
problems or—in the worst case scenario—  
business closure.
What’s scary is that only one in 20 of the 
nation’s small businesses are actually Y2K 
ready, according to industry statistics.
“Some small businesses are putting up 
Y2K blinders,” Worrest said, “and they could 
get nipped.”
And if computers and other office 
equipment do go haywire, small operations 
are likely to 
suffer more than 
larger operations 
because they 
“run closer to 
the edge” and 
don’t have the 
same resources 




their business, Worrest said.
But there ways to minimize the Y2K 
risk. Here are steps businesses can take to 
prevent major downtime:
1) Take inventory of office computers 
and equipment to determine what is 
potentially at risk. Call manufacturers or 
check the company’s website to see if the 
product is Y2K compatible. Keep records 
of all the items to be prepared in case of a 
January meltdown:
Hardware: personal computers, workstations, and 
network servers.
Software: computer programs used for business 
functions such as MS Excel, MS Word, Adobe 
Pagemaker.
Embedded systems: equipment and devices containing 
embedded interated circuits such as elevators, fire 
protection systems, and telecommuncation systems. 
External data exchanges: electronic data exchange with 
clients, other businesses, or banks.
“Some small 
businesses are putting 
up Y2K blinders, and 
they could get nipped. ’
F igure 1
G rou p s and  System s th e  Y2K Bug C ou ld  D isrupt
2) Update, back-up, and print a hard 
copy of all critical operational, procedural, 
and legal data prior to December 31, 1999.
3) Identify core business functions such 
as accounts receivable, inventory, payroll, 
and shipping and determine what impact a 
computer bug may have on these systems.
4) Consider the potential impact of 
disruptions from within the organization, 











move on to Plan 
B. For example, it is highly important to 
have a backup plan for payroll. If 
employees are paid through direct bank 
deposit, be ready to write out checks by 
hand if the automated system doesn’t work.
6) Be adaptable. Try alternative 
procedures to work out problems.
For more information on Y2K 
compliance, call 1- 800-MEP-4MFG or 
(406) 994-3812.





TechLink Helps Businesses Uncover Technology
S. Cattrell
State University-Bozeman TechLink Center, created in 1996, 
helps businesses in Montana and surrounding states gain access 
to NASA, the Department of Defense, and other federal 
laboratories’ technologies and expertise. TechLink works with 
businesses to uncover and access new technology at 700 feder­
ally funded research centers throughout the United States.
Though still relatively young, TechLink has forged a number 
of successful partnerships involving Montana businesses (see 
Table 1).
Historically associated with rapid growth and highly-trained, 
well-paid workforces, high-tech firms have a measurable eco­
nomic impact on local, state, and regional economies.
In addition to providing assistance to high-tech firms, 
TechLink focuses its efforts on Montana industry.
“1/ we can
determine how some 
microorganisms are 
able to resist 
tremendous levels of 
radiation, perhaps 
we can devise 




ment, protecting cancer patients from radiation’s 
harmful effects, and developing a Mars Cargo Vehicle 
for deep space travel are just a few of the projects Montana high- 
tech firms are working on as the millennium nears.
Continuing to develop new technologies like these is impor­
tant for business survival in an increasingly global, technology- 
driven marketplace.
Limited access to networks and funding—as well as geo­
graphic isolation— have traditionally challenged Montana’s high- 
tech firms.
But that has been changing in recent years. The Montana
cancer patients
Dr. Fred Albert and Dr. Joan Combie, scientists and owners of Montana 
Biotech, specialize in researching microorganisms that live in acidic hot 
springs or radioactive water. The microbial mat (above) is fairly rare and is 




—Dr. Joan Combie 
Montana Biotech
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HIGH-TECH
Table 1
Providing Opportunities for Montana's High-Tech Firms
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M ontana C om pan y  C om pan y  Specia lty H ow  TechLink H e lp ed
Montana Biotech, Belgrade Develops commercial products from Helped secure a $900,000 grant
microbes that live in extreme environments from the Department o f Defense
such as acidic hot springs or radioactive and a partnership with NASA’s Jet
h waters. Working with microorganisms that Propulsion Laboratory that allowscan be used to clean up toxic wastes, Montana Biotech to pursue ground-
provide new non-toxic glues, and protect breaking research,
both humans and microcircuits from 
radiation’s harmful effects.
Hydrometrics, Helena Designs and manufactures water Helped obtain a National Association
cleanup technology systems. o f State Development Agencies
• Recently opened office in grant, which allows Hydrometrics to
Hermosillo, Mexico. offer their environmental
technologies to Mexican companies.
1K i l t Used the grant to translate 
; promotional materials into Spanish
and strengthen marketing activities.
Positive Systems, Whitefish Develops airborne systems for Brokered an agreement between
geographic imaging o f the earth’s Positive Systems and the NASA
surface. Stennis Space Center to solve
| challenges hindering the remote
sensing, aerial photography, and 
satellite imagery industries. The 
changing sun angle, for example,
I jC '’ creates varying intensities in the
images that can lead to false 
interpretation o f earth observation 
data. Positive System’s software is 
expected to solve this problem.
Integrated Geoscience, Inc., Helena IGI uses geographic information Helped form a cooperative research
system technology for natural project with IGI and NASA, which
• .1 resource management and environ- enables both organizations to evaluate
mental analysis. The company’s IG I’s software for NASA’s mission-
unique software recognizes and maps related purposes and co-develop
() ftW F  selected features in remotely sensed improved software features. Based on
imagery such as satellite images. successful results o f this project, IGI is
forming a new company called Visual 
Learning Systems.
MSE Technology Applications, Inc., Butte Nationally known for energy-related and Set up agreement enabling
environmental technologies, MSE has MSE to collaborate with
I developed ways to test space engine NASA on deep space research.
designs by creating a virtual environment This project is expected to
that simulates these engines operating in help MSE successfully develop
deep space conditions. Within this virtual and commercialize its
* *  J environment, engine thrust and efficiency advanced propulsion
P® * can be measured along with other technologies.
performance characteristics, which will 
support NASA’s development o f the Mars 
Cargo Vehicle.
HIGH-TECH
Elizabeth Roberts, of MSU, does groundwork during the Ruby Red Vblley 
demonstration trial using global positioning equipment to map weeds 
and plants near Virginia City. MSU photo by Linda Best.
Above right: Knapweed infests all of Montana's 56 counties and is 
spreading rapidly.
Below: An aerial view of leafy spurge near Twin Bridges, Montana. The 
photo was taken by Positive Systems' multispectral camera system that 
captures digital aerial images from about 7,500 feet above ground. 
Positive Systems was an active participant in the demonstration trial.
One o f Montana’s largest industries, agriculture dominates 
the state’s landscape, but weak profitability and growing compe­
tition from abroad threaten this sector.
New technologies that make farming and ranching more 
efficient may help increase agriculture’s profit margins. One such 
technology, remote sensing, offers new insights for crop and 
range management. It may also be useful in battle against 
noxious weeds, one o f the state’s top environmental problems.
TechLink recently organized a demonstration trial 
in southwestern Montana’s Ruby Red Valley to 
determine how effective aerial remote sensing is for 
mapping and managing noxious weeds. More than a 
dozen companies and government organizations 
participated, and the general consensus was that this 
technology should be a valuable tool in fighting the 
spread of weeds.
Another of TechLink’s agriculture-related projects 
involves MagTrac, a Columbus company that has 
developed a radio-frequency device to track cattle 
identifications. Cattle ingest these devices, allowing 
ranchers/researchers to better monitor temperature, 
reproduction, and other health indicators. MagTrac is 
evaluating NASA’s micro-sensing technology, which 
would further enhance their radio device. Successful 
commercialization of these technologies could revolutionize 
cattle rearing, breeding, finishing, and beef marketing.
TechLink has also worked with forest products and mining 
companies.
Looking to the future, companies that are developing new 
technologies will help create jobs, promote business and indus­
try, and preserve the quality o f our Montana lifestyle.
Close cooperation between industry, university, NASA, and 
Department of Defense research centers will continue to have a 
positive impact on the state’s economy.
For more information on TechLink, visit the Web site at 
www.montana.edu/techlink or call (406) 994-7700.Q
Diane Cattrell is programs and communications coordinator for the 
Montana State University-Bozeman TechLink Center.
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LETTER TO THE EDITOR
Montana Business Quarterly
Bureau of Business and Economic Research
The University of Montana 
Missoula, MT 59812
Dear Editor:
I am writing in response to the article “The Battle for Equity” by Ernest Jean published in your Summer 
1999 edition.
In his article, Dr. Jean states that “HB667 also followed the state’s original 1950 school financing model by 
establishing an 80 percent state funding level as its benchmark.” He then goes on to cite an “ominous” trend 
of a declining state share of funding. He concludes by relating this trend to a predicted coming lawsuit on 
sufficiency of state aid. I believe he errs in saying an 80 percent state funding level was established and the 
state is therefore failing to meet its target, and is unduly alarmist in his analysis of state aid sufficiency.
My review of the HB667 history indicates the bill did not establish the state funding level at 80 percent of 
state-local resources. The state funding level under HB667 is 40 percent of a district’s maximum budget plus a 
share of the next 40 percent based on the relative taxable value per student of the district vis-a-vis the state. 
HB667 did set a minimum spending level for a district at 80 percent of its statutory maximum level and 
provided that 80 percent of the district’s general fund resources would be equalized.
The state share in the second 40 percent ranges from no state share in property rich districts to nearly full J 
state funding in property poor districts. For the total of all districts the state pays 41 percent of the second 4Qfl 
percent, which is 16 percent of maximum budget. If all districts spend at the maximum (100 percent) level, M  
the state share would be approximately 56 percent— 40 percent full state funding plus 16 percent state shared 
funding. On a statewide basis, the state share would only approach 70 percent if all districts were spending® t 
the mandatory minimum (80 percent) level. When HB667 was passed, the maximum level was set sufficiently 
high that few schools exceeded it and many schools were below the minimum mandatory level (80 percejpibf 
the maximum). The bill allowed these low spending schools five years to raise their spending level to thdBF 
required minimum. Given the high initial levels and the expected phase-in of low-spending districts, it is 
obvious that the state share would decline as the program matured. This is, in fact, the history of the pj||fram 
to date. The state share of district general fund budgets was 63 percent in FY1999.1 would expect thdstnte 
share to hover around 63 percent in a mature program as the minimum levels force low spending disiJpts to 
raise budgets and the maximums act as a drag on ‘would be’ high spending districts to maintain equalization 
targets. For individual districts, the state share will range from 40 percent to over 90 percent.
The question of sufficiency of school spending and state aid is certainly open to many opinion|p§/hich 
could vary widely. When compared with other states in 1997 (the most recent year for which I have 
comparative statistics) Montana ranked 31s' in spending per pupil while at 46th in per capita income!and 12‘h 
in per capita spending on elementary and secondary schools. These figures would seem to argue that; public 
schools are a priority and the state is making a significant effort to provide “sufficient” funding.
Curtis Nichols
Office of Budget and Program Planning
Helena, MT
L e-tter to tfce Editor:,
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Beaverhead County, MT 8,867 8,980
Big Horn County, MT 12,631 12,614
Blaine County, MT 7,148 7,151
Broadwater County, MT 4,132 4,080
Carbon County, MT 9,444 9,453
Carter County, MT 1,537 1,516
Cascade County, MT 78,983 79,039
Chouteau County, MT 5,187 5,242
Custer County, MT 12,035 12,093
Daniels County, MT 2,001 2,056
Dawson County, MT 8,849 9,007
Deer Lodge County, MT 9,999 10,004
Fallon County, MT 2,941 2,992
Fergus County, MT 12,271 12,476
Flathead County, MT 71,831 71,699
Gallatin County, MT 62,545 61,196
Garfield County, MT 1,393 1,437
Glacier County, MT 12,540 12,627
Golden Valley County, MT 1,041 1,038
Granite County, MT 2,667 2,646
Hill County, MT 17,373 17,490
Jefferson County, MT 10,087 9,822
Judith Basin County, MT 2,294 2,317
Lake County, MT 25,648 25,410
Lewis and Clark County, MT 53,655 53,319
Liberty County, MT 2,323 2,334
Lincoln County, MT 18,696 18,725
McCone County, MT 1,964 2,020
Madison County, MT 6,875 6,878
Meagher County, MT 1,797 1,797
Mineral County, MT 3,748 3,726
Missoula County, MT 88,989 88,856
Musselshell County, MT 4,605 4,599
Park County, MT 15,829 16,054
Petroleum County, MT 499 521
Phillips County, MT 4,821 4,929
Pondera County, MT 6,402 6,448
Powder River County, MT 1,826 1,900
Powell County, MT 7,000 7,011
Prairie County, MT 1,333 1,331
Ravalli County, MT 35,156 34,528
Richland County, MT 10,105 10,176
Roosevelt County, MT 10,987 11,122
Rosebud County, MT 10,050 10,177
Sanders County, MT 10,185 10,236
Sheridan County, MT 4,269 4,302
Silver Bow County, MT 34,560 34,389
Stillwater County, MT 8,069 7,864
Sweet Grass County, MT 3,407 3,393
Teton County, MT 6,333 6,327
Toole County, MT 4,727 4,818
Treasure County, MT 870 843
Valley County, MT 8,195 8,318
Wheatland County, MT 2,373 2,349
Wibaux County, MT 1,148 1,132
Yellowstone County, MT 126,158 125,869
Yellowstone National Park, MT 55 54
The latest figures released by the U.S. Bureau of the Census the 1990s occurred early in the decade. The number o f residents 
show a dramatic slowing in Montana’s population growth. Most of remained stable between 1997 and 1998, and there was even a little 
the roughly 80,000-person increase in the state’s population during net out-migration. We still see the differences within the state. In
NetlntT Net Domestic
Births Deaths Migration Migration
1997-98 1997-98 1997-98 1997-98
10,899 7,810 366 -1,830
133 77 0 -171
261 109 6 -143
120 66 3 -62
42 50 4 54
92 • 87 6 -20
23 12 0 11
1,256 682 33 -718
52 57 -1 -48
124 153 5 -31
14 42 3 -31
86 78 1 -168
104 143 -3 39
22 29 0 -47
127 167 2 -167
812 567 43 -152
663 280 52 907
18 9 0 -56
230 119 15 -216
10 5 1 -2
32 36 1 24
281 161 -1 -240
91 76 1 245
25 18 2 -31
313 227 4 148
672 452 16 97
24 23 3 -16
205 189 6 -49
17 22 0 -53
68 61 2 -12
21 25 0 4
38 35 4 15
1,032 600 38 -339
60 60 1 6
191 174 10 -256
5 6 0 -20
63 59 2 -116
87 63 2 -75
25 17 0 -85
59 94 3 23
7 20 0 15
364 312 10 563
98 91 5 -84
205 107 6 -241
171 63 1 -241
115 103 7 -71
41 54 4 -22
409 431 8 191
79 70 1 193
43 40 2 9
71 80 1 14
54 43 0 -104
6 5 0 25
96 95 1 -125
32 28 4 15
14 21 0 22
1,597 1,117 52 -238
0 0 0 0
Source: Population Estimates Program, Population Division, U.S. Bureau of the Census.
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general, there was continued (but slower) growth and net in-migration 
in urban and western counties, and stability or declines in rural and 
eastern counties.
What does this mean? We can’t present “bumper sticker” answers to 
complicated issues surrounding mobility. But here are a couple of 
theories:
• Individuals or families continue to move to Montana for its 
environment and lifestyle (among many other things), and this appears
to benefit some areas of the state more than others. But environment 
and lifestyle certainly don’t provide a good explanation for the recent 
trend in net migration. More than likely the abysmal job market in 
Southern California, and its recent recovery, had more of an affect.
• It is appearing less and less likely that Montana will regain its 
second congressional seat following the 2000 Census. The rapid 
population growth in the early 1990s made the second seat appear 








Beaverhead County, MT 8,867 8,424
Big Horn County, MT 12,631 11,337
Blaine County, MT 7,148 6,728
Broadwater County, MT 4,132 3,318
Carbon County, M l 9,444 8,080
Carter County, MT 1,537 1,503
Cascade County, MT 78,983 77,691
Chouteau County, MT 5,187 5,452
Custer County, MT 12,035 11,697
Daniels County, MT 2,001 2,266
Dawson County, MT 8,849 9,505
Deer Lodge County, MT 9,999 10,356
ballon County, MT 2,941 3,103
Fergus County, MT 12,271 12,083
Flathead County, MT 71,831 59,218
Gallatin County, MT 62,545 50,463
Garfield County, MT 1,393 1,589
Glacier County, MT 12,540 12,121
Golden Valley County, MT 1,041 912
Granite County, MT 2,667 2,548
Hill County, MT 17,373 17,654
Jefferson County, MT 10,087 7,939
Judith Basin County, MT 2,294 2,282
Lake County, MT 25,648 21,041
Lewis and Clark County, MT 53,655 47,495
Liberty County, MT 2,323 2,295
Lincoln County, MT 18,696 17,481
McCone County, MT 1,964 2,276
Madison County, MT 6,875 5,989
Meagher County, MT 1,797 1,819
Mineral County, MT 3,748 3,315
Missoula County, MT 88,989 78,687Musselshell County, MT 4,605 4,106
Park County, MT 15,829 14,484Petroleum County, MT 499 519
Phillips County, MT 4,821 5,163
Pondera County, MT 6,402 6,433
Powder River County, MT 1,826 2,090
Powell County, MT 7,000 6,620Prairie County, MT 1,333 1,383Ravalli County, MT 35,156 25,010
Richland County, MT 10,105 10,716
Roosevelt County, MT 10,987 10,999
Rosebud County, MT 10,050 10,505
Sanders County, MT 10,185 8,669
Sheridan County, MT 4,269 4,732Silver Bow County, MT 34,560 33,941Stillwater County, MT 8,069 6,536
Sweet Grass County, MT 3,407 3,154Teton County, MT 6,333 6,271Toole County, MT 4,727 5,046Treasure County, MT 870 874Valley County, MT 8,195 8,239Wheatland County, MT 2,373 2,246Wibaux County, MT 1,148 1,191Yellowstone County, MT 126,158 113,419Yellowstone National Park, MT 55 52
Source: Population Estimates Program, Population Division, U.S. Bureau of the Census.
Net lnt’1. Net Domestic
Births Deaths Migration Migration
1990-98 1990-98 1990-98 1990-98
92,613 61,199 2,689 48,006
1,004 641 7 91
2,054 808 42 34
968 534 5 -2
376 321 17 753
772 744 20 1,340
151 133 7 15
10,532 5,663 238 -5,027
446 494 4 -209
1,250 1,197 18 311
140 281 6 -121
781 694 10 -732
841 1,125 -2 -43
247 246 -3 -149
1,179 1,422 12 446
6,938 4,511 281 10,093
5,726 2,310 337 8,435
142 106 2 -232
1,968 863 54 -712
114 63 6 76
235 256 6 149
2,329 1,219 15 -1,375
787 571 8 1,943
225 151 6 -59
2,530 1,822 47 3,913
5,515 3,383 124 3,973
219 162 7 -8
1,785 1,370 42 825
180 173 1 -311
569 564 20 880
205 191 1 -26
312 274 10 395
8,959 4,687 582 5,623
392 455 1 575
1,607 1,260 138 898
42 37 0 -20
548 438 13 -456
690 547 -10 -160
205 151 i ■ -309
569 633 16 455
88 135 -4 12
2,799 2,321 62 9,697
994 803 24 -795
1,824 867 27 -983
1,476 596 14 -1,369
883 773 44 1,399
334 454 13 -343
3,605 3,404 28 474
676 573 21 1,426
295 306 12 271
637 612 14 35
490 404 29 -409
66 64 -1 1
836 774 9 -93
259 220 10 85
110 146 -1 0
13,705 8,247 299 7,326
4 0 0 0
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Mark your calendars
25th Annual Economic Outlook 
Seminar Schedule
Helena 
January 25, 2000 
Best Western Cavanaughs Colonial Inn
Great Falls 
January 26, 2000 
Holiday Inn
Missoula 
January 28, 2000 
Holiday Inn Parkside
Billings 
February 1, 2000 
Radisson Northern Hotel
Bozeman 
February 2, 2000 
Holiday Inn
Butte 
February 3, 2000 
Ramada Inn Copper King
Kalispell 
February 8, 2000 
Cavanaughs at Kalispell Center
Glasgow 
March 7, 2000 
Cottonwood Inn
Havre 
March 8, 2000 
The Duck Inn
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The Bureau o f Business and Economic Research is the research and public 
service branch of The University o f Montana’s School of Business 
Administration.
The Bureau is regularly involved in a wide variety o f activities, including 
economic analysis and forecasting, forest products industry research, and 
survey research.
The Bureau’s Economics Montana forecasting system is an effort to provide 
public and private decision makers with reliable forecasts and analysis. These 
state and local area forecasts are the focus of the annual series o f Economic 
Outlook Seminars, cosponsored by the Bureau and respective Chambers of 
Commerce in Billings, Bozeman, Butte, Great Falls, Helena, Kalispell, and 
Missoula.
The Montana Poll, a quarterly public opinion poll, questions Montanans 
about their views on a variety o f economic and social issues. The Bureau also 
conducts contract survey research and offers a random digit dialing program 
for survey organizations in need o f random telephone samples.
The Forest Industries Data Collection System, a census of forest industry 
firms conducted approximately every five years, provides a large amount of 
information about raw materials sources and uses in Montana, Idaho, and 
Wyoming. It is funded by the U.S. Forest Service. The Montana Forest 
Industries Information System collects quarterly information on the 
employment and earnings o f production workers in the Montana industry. It 
is cosponsored by the Montana Wood Products Association.
The Bureau’s Natural Resource Industry Research Program enables the 
Bureau to continuously monitor Montana’s natural resource industries and 
improve the public’s knowledge o f them and their roles in the state and local 
economies. This program provides easily accessible information about all the 
natural resource industries. Sponsors are the Plum Creek Timber Company, 
Montana Wood Products Association and American Forest Resource Alliance.
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